The financing of German small and medium-sized enterprises (SME) is still strongly dominated by housebanks (Elsas (2005) 
Introduction
Germany is considered to be a bank-based financial system with strong bank-customer relations (Allen/Gale (1995) ). At this junction the housebank relationship is characterized by bank lending to small and medium-sized companies with a particularly close commitment, a phenomenon called "relationship banking" in the scientific literature (Elsas/Krahnen (1998) ). By practicing relationship banking, banks are able to gather more information about the customers in order to rate their creditworthiness than these are required to publish. To obtain this benefit banks are willing to support their customers through certain periods (e.g. through subsidized credits) in order to make additional profits during other periods or through other business activities (Boot (2000) ). In this context relationship banking also offers banks the opportunity to distinguish themselves from competitors (Boot/Thakor (2000) ).
In the lending business relationship banking has to be distinguished from transaction-based lending in particular. Both variants are reflected in the underlying credit processes. The distinguishing feature of banks with a relationship approach is the ability to gain and to use qualitative information for customer evaluations. In contrast, the granting of credit in transaction-based lending occurs based only on "hard," quantitative information (Berger/Udell (2002) ).
On the basis of a survey among the 519 largest German banks (response rate 24.9 %), which were questioned about their processes in the loan business with small and medium-sized enterprises (SME), we examined to what extent banks have implemented relationship banking in their process design. Harker/Zenios (1998) consider the process design as one of several essential success factors for banks.
The central hypothesis of this paper is that a bank with a clear strategic focus of their credit processes on relationship banking is more successful (measurand ROE) than a bank which operates without a clear focus. Based on an empirical study of German banks this paper shows that a strategic concentration of the credit process on relationship banking has a positive influence on the success of the bank. Moreover, our results indicate that a stronger use of "soft," qualitative information positively affects the success of the bank. However, contrary to our expectations, we found weak signs that customer support beyond lending services negatively affects bank success, despite the probably greater possibilities of gaining qualitative information about the creditworthiness of the SME. Finally, we identified three groups of banks: One group which credit processes are primarily focused on relationship banking aspects, a second group which process-design is rather arranged under transaction -3 -banking aspects and a third group with no clear focus and we found weak signs that the last group has on average even lower ROEs than the other two groups.
The remainder of the paper is structured as follows. First, the literature is reviewed and the research question is placed within the context of the scientific discussion about relationship banking. Subsequently, the methodological approach of the survey and the sample used are described. Afterwards, the analyses and results are presented. The paper ends with a summary and discussion of the results.
Literature survey and hypothesis development
In this paper we examine whether processes which are focused on relationship banking or transaction banking aspects have an influence on the performance of banks. Thus, two literature lines form the basis for this paper: first a review of relationship banking and second the discussion on whether or not process design has an effect on bank success.
In the scientific discussion, relationship banking in connection with the existence of longterm, close customer relationships is considered an appropriate instrument for reducing asymmetrical information between borrowers and lenders (Boot (2000) ). It facilitates the continuous acquisition by banks of information about their customers. Boot (2000) defines relationship banking as the supply of financial services whereby the intermediate invests in the acquisition of customized, usually secret information. This investment pays off through financial transactions in different services and/or over a longer business period with the customer. Berger/Udell (2002) emphasize that relationship banking is based on the close contact between borrower and lender. Through this relationship the bank has the opportunity to collect soft, qualitative information about the borrower. Thus the bank might for example learn something about the character and behavior of the entrepreneur in order to be able to better estimate his management skills. This close relationship is advantageous to both the bank and the customer: The customer can be confident that the bank is more willing to support him through temporary financial difficulties. At the same time, the bank can charge higher margins because of its informational head start on other lenders (thus, Schenone (2005) shows that banks can use their information advantage in the repeated granting of credits to unlisted companies; Petersen/Rajan (1995) show that banks subsidize young companies). However, Boot (2000) points out the danger of credit subventions in the initial phase of a customer relation, as he believes that banks are not able to realize higher yields in later phases of a customer relation due to greater competitive pressure.
-4 -Later in this paper we also distinguish relationship banking from transaction banking (e.g. Boot (2000) , Berger/Udell (2002) ). In contrast to relationship banking, transaction banking focuses on a single deal with one customer or the same deal multiple times with different customers (Boot (2000) ). Hereby the acquisition of information is based on hard facts, e.g. balance results and financial ratios. Baas/Schrooten (2005) show that favorable credits can be granted to SMEs if their annual reports give comprehensive information about the situation of the company and contain more data than legally required.
There is already a multitude of empirical studies on relationship banking, which are usually based on interest rates, ratings or data from credit agreements (e.g. Petersen/Rajan (1994) , Berger/Udell (1995) , Degryse/van Cayseele (2000) , Elsas/Krahnen (1998) ).
One empirical object of investigation is whether qualitative information as a component of internal ratings for small and medium-sized enterprises improves the strength of forecasts of forthcoming failures (Brunner et al. (2000) ). Grunert et al. (2005) show that a better forecast of a customer's failure is possible if the ratings include both qualitative and quantitative information instead of only relying on one kind of information. Lehmann (2003) also points out that regarding failure prognosis, models which include quantitative and qualitative information are superior in nearly all respects compared to purely quantitative models. This paper discusses the design of credit processes implemented by banks in connection with their financial performance. Harker/Zenios (1998) consider process design to be one of several operational factors which affects bank performance. They argue against the naive assumption that processes with equal input (coworkers, machines, material, procedure, management) lead to the same output. Rather, they maintain that process design is a driver which influences the output. In a study of sales processes in retail banking, Frei et al. (1999) show that good and consistently uniform processes can increase the success of a bank.
Thus, the hypotheses of this paper are based on the assumption that housebanks which concentrate their credit processes consistently on relationship aspects are more successful. In this regard, we differentiate between two fundamental design options for credit processes: first, banks have the possibility of gaining qualitative information through customer service and of using this information (e.g. for internal rating), second banks can design their credit processes with a focus on transaction banking. We will examine the following hypotheses: 
Data collection and methodology
The data basis of this work is a written survey among the 519 largest German banks (based on the total assets of 2002). The survey was conducted in 2004 (Wahrenburg et al. (2005) ). The managers responsible for the credit processes in the loan business with SMEs were asked to answer a total of 33 open and closed questions, some of which requested additional detail. In the run-up to this survey the questionnaire was validated extensively in expert workshops and through pre-tests. Six weeks after the questionnaires were sent out, a second forwarding followed to banks that had not yet responded. After an additional six weeks, each nonresponsive bank was contacted by telephone. At the end of the survey phase, 129 completed questionnaires had been returned, which equals a response rate of 24.9%.
The content of the questionnaire can be divided into three subject areas: process optimization and outsourcing in the credit process, design of individual parts of the credit process, and future visions of the credit process. The answers to the questionnaire were supplemented by income statement and balance sheet data from the 2003 annual reports, which was obtained for the sample banks from Bankscope. The answers from the survey are to a large extent fivepoint ordinally scaled, while the data from Bankscope is metrically scaled. Figure 1 shows the distribution of the participating banks and of the population in the three institution groups of the German banking market. Within the sample, private banks and cooperative banks are slightly overrepresented, whereas the group of state and savings banks is underrepresented. A one-sample-t-test of the proportion values revealed that only the test statistic of the group state and savings banks (z=-1.917/p=0.058) is in a 10%-confidence level, which means that the average values of the sample and the population might be different. The test statistics of private banks (z=0.405/p=0.686) and cooperative banks (z=1.535/p=0.127) revealed no significant difference. At the 5%-level of significance there is no difference between the average values of the sample and the population. Therefore it is permissible to draw conclusions based on distributions in the sample about the distribution in the total population. This is confirmed by a Chi square test (probability of error of 0.134, Chi square = 4.021) for the null hypothesis that the values in the sample correspond to those in the population. Figure 2 displays the particle size distribution of the bank sample and the population measured by total assets. The small portion of banks with total assets of less than 1 bn EUR can be explained by the fact that we only addressed the 519 top German banks based on total assets. The total assets of the smallest banks in the sample are more than 800 million EUR.
The average total amount of assets of the sample is 28.3 bn EUR and the median is 2.0 bn EUR. The clear difference between the median and average values is due to the skewness of the distribution of the examined banks. Some banks show total assets that are clearly above average compared to the total sample. The population's median of 1.9 bn EUR is almost equivalent to that of the sample. However, the average total assets of 14.7 bn EUR are clearly lower. The reason is that banks with total assets of more than 100 bn EUR participated in the survey to a much larger extent than others. If these institutions are not considered, the average value of the sample (4.9 bn EUR) approaches the average value of the population (5.4 bn EUR).
The Chi square test confirms that the portion values in the sample match those in the population with a probability of error of 0.141 (Chi square = 8.298) for the null hypothesis.
Thus the null hypothesis is not rejected and conclusions drawn from the sample can be used to describe the population. The one-sample-t-test also confirms that conclusions taken from the value of a unit are statistically justified in comparison to the population. Only for the group with total assets starting from 100 bn EUR does the test value lie within the 10%-confidence level, meaning that the portion values may be different (Figure 2 ).
Results

Descriptive results
At the beginning of this section a set of descriptive results is presented in order to describe what philosophy the banks have about the advising of their small and medium-sized clients and how they implement it. All results are summarized and presented in tables.
Collection of qualitative information
The results of our survey show that banks highly esteem their customers and desire a trusting, long lasting relationship with them. Thus they agree to 85.9% with the statement that customer relationships are the most valuable asset of their banks (D1, for detailed results of this section see Table 1 ). Somewhat more weakly in comparison to this statement, but still very explicitly, they affirm the fact that SME customer representatives develop a bond of trust with their customers and plan to accompany them for a long time (D2).
The strict assignment of customer advisors to their customers has been realized in most banks.
Among the questioned banks, most of the customers are permanently assigned to one customer advisor; 69.3% stated an assignment rate of 80-100% (D3).
The SME customer representatives also advise their customers concerning different servicesnot only about loans. 121 of the 129 banks indicated that in principle the advisors advise their customers on investment services, payments or other services in addition to lending services.
(D4).
The fact that customers are often advised on a wide range of services by the same advisor is also shown in the comparison of allocated time slices of activities of customer advisors. SME advisors spend on average most of their time advising on lending services (D5a). The consultation on other services (D5b) and the support of the entrepreneur in financial matters (D5d) follow. Explicitly asked, if the customer advisor gives advice to the customer beside the credit product e.g. also on investment products, a big majority affirmed this (D4). This supports the assumption that the advising of the customer not only concerns the granting of credit. Thus, the customer advisor has better possibilities to get to know the customer more deeply than if he were only to advise him on the loan business.
This close and long-term business connection between the customer advisor and his customer as well as the comprehensive support of the customers show that Germany's customer-bank relationships typically include many opportunities to gain qualitative information. This is a necessary condition in order to be able to practice relationship banking.
Use of qualitative information
As described, banks have different possibilities of acquiring qualitative information. The more these are used for the evaluation of the solvency of a customer, the more one can speak of the granting of credit under relationship aspects.
-8 -We addressed the use of qualitative information in the context of the survey at different points: with the internal rating in the context of granting a credit, with the decision as to whether a credit is a nonperforming loan, and when pricing a credit. With the internal rating qualitative information can be considered in two different ways: as a standardized component of the internal rating or by an individual adjustment of the rating grade by the customer advisor/rating officer (Brunner et al. (2000) ).
The programming of the internal rating is raised in the narrow majority of the questioned banks by the sales department (D6, for detailed results of this section see Table 2 ), which is more approached to the customers. In the narrow minority it is done by back office, which probably initiates independent, transaction-based internal ratings.
During the process of granting a credit, financial ratios have on average a higher weight than qualitative evaluations in the internal rating (D7). Thus, financial ratios have for instance one and a half times the weight of qualitative information. The fact that the composition of the internal ratings can be quite different is seen in the standard deviations. In particular the influence of qualitative information is very differently pronounced (D7b).
Otherwise to inquiring about the direct influence of qualitative information on the internal rating, we asked whether the customer advisor can deviate from the automatically provided rating. One reason could be that the advisor has qualitative information which is not standardly registered during the rating programming. On average the majority of the questioned banks agree with this statement (D8). However, the high standard deviation shows how different the questioned banks have designed the possibility of deviation from the automatically provided rating.
Furthermore, the sales department is involved in the monitoring of standing credits. Simply 6% of the questioned banks denied this. Averagely the monitoring of standing credits is the most important activity of the sales departments next to customer advising (D5e).
Among the criteria used to decide on a classification as a nonperforming loan, the qualitative impressions of the wholesale banking advisor play an important role (D9). Although this criterion has the lowest impact on average, however, this answer has the highest standard deviation of all answers (D9e). This shows different influences of the qualitative impressions on the decision about the classification as a nonperforming loan within the different banks.
As an additional indicator we asked whether the price definition of the credit is detached from the profitability of the entire customer relationship. The definite majority of the banks negate -9 -this (D10). This can be interpreted as confirmation for the statement that banks are willing to accept reductions in the profitability of the loan business, because they bring the entire relationship with the customer over several business transactions into focus (Petersen/Rajan (1995) ). However, Elsas/Krahnen (1998) could not find support for such price concessions in customer interest rates. The willingness of the questioned banks was lower to depend the credit decision on the demand of other products by the customer (D11).
Performance indicators
In a third step the success of the banks in the SME loan business is examined. Here we consider a performance indicator which was collected within the survey as well as performance indicators which were taken from the external reporting of the banks.
In order to find out which form of process design in the loan business with SMEs is successful, we have to define superior ratios for financial success. For banks these are usually measured by the return on equity (ROE) 2 and by the operating margin (OpM). 3 These ratios are well suited for the evaluation of an entire bank; however, they only permit incomplete conclusions on individual business divisions (e.g. the SME loan business) since the success or failure of all bank areas is reflected in the performance of the total bank. Our sample, however, includes many institutions with regional orientation, for which the SME loan business is the most important business division besides the private customer business. Thus, the business with SME clients is a substantial driver for the performance of the total bank in the external reports.
In our questionnaire we asked as indicator for the profitability of the banks in the SME business. We inquired about the portion of credits in the portfolio with a profit after loan losses and cost of capital. The larger this portion, the larger the value proposition of the division should tend to be. The evaluation of the answers is remarkable due to the fact that every third person answered this question with "don't know". From the answers it was not clear whether this is generally not known or whether only these particular respondents did not know this number.
The average value of 3.41 (D12, for detailed results of this section see Table 3 ) shows that, on average of all answers, almost 60% of all customer relationships generate an excess profit.
2 Return on equity = net profit / average equity 3 Operating margin = 1 -(administration effort + loan losses) / operating income -10 -In the external reporting banks are not obliged to provide details about the SME segment. The results on the total bank level are a measurable indication and have a greater significance the higher the importance of SME business for the bank is. In 2003 the return on equity (ROE) of the questioned banks amounted on average to 4.49% (D13). The operating margin, a measure for the operational business without special effects, averaged 14.86% for all institutions (D14). This means that of 100 EUR operating income, 14.86 EUR remained after subtraction of operational costs and loan losses.
Analyses 4.2.1 Using of qualitative information
The descriptive analysis indicates that banks deploy qualitative information very differently.
In the following we want to address which banks attach greater importance to qualitative factors. For this reason we set the answers to questions D6 to D11 (Table 2 ) on qualitative information in relation to the remaining answers.
A comparison of the average values between the bank groups in Germany shows that state and savings banks use qualitative information in the internal ratings most strongly (Table 4) .
Private banks trust most strongly in financial ratios.
A correlation analysis of the bank size (total assets) shows that qualitative information in an internal rating is used more often by smaller banks (Table 5) . Reasons for this fact could be that smaller banks are often regional banks, which estimate and subsidize regional entrepreneurs individually. Furthermore, smaller banks do not have the totality of data necessary to reliably calibrate their internal rating systems. However, the fact that smaller banks can probably count on the rating systems of their federation argues against this last point.
In addition qualitative information used in internal ratings will have a greater importance if one customer advisor is permanently assigned to the customer (significant correlation - Table 5 ).
Also, no other characteristics for the acquisition of qualitative information were significantly correlated to their deployment during the evaluation of the customers' creditworthiness.
A further indication of the use of qualitative information under relationship aspects becomes apparent during the price setting for a credit. Banks whose SME customer representatives also spend a great deal of time advising managing directors or owners in private financial -11 -questions (cross selling) tend to be more open to price deductions (Table 6 ). These banks can obviously gain better private information about the managing director/owner and thus judge his/her behavior in financial questions. However, customer advisors who advise the entrepreneur in private financial matters more seldom have the possibility to deviate from the automatically provided rating. Other characteristics of the assessing of qualitative information
were not significantly correlated with the price definition of the credit.
The univariate analyses show that banks which have more opportunities to gain qualitative information also tend to deploy this information. That is, the organizational orientation towards the customer (e.g. higher ratio of permanently customer advisors) is also reflected in the extent of business with the customer.
For a further analysis we calculate an OLS-regression. We use the portion of qualitative information in the internal rating as dependent variable. Our independent variables are different factors of collecting qualitative information which result from the univariat analysis.
We find different factors which describe significant the portion of qualitative information in the internal rating (Table 7) . The model is significant (F = 6.818; p<0.001), the adjusted Rsquare value is 23.1%. The results confirm the upper findings. State and saving banks use qualitative information more than cooperative banks and private banks. As well as banks with a higher portion of strictly assigned customer advisors to clients use qualitative information
more. An additional finding is that banks where the internal rating is programmed by the sales department use a higher portion of qualitative information in the internal rating. Surprisingly there is a negative correlation between the portion of qualitative information in the internal rating and the statement that the customer relationships are the most valuable asset of the bank. This can derive from the small standard deviation and the strong affirmation to this statement from all questioned banks (D1).
The analysis shows that banks which have more opportunities to gain qualitative information also tend to deploy this information. The organizational orientation towards the customer (e.g.
higher portion of strictly assigned customer advisors) is also reflected in the extent of business with the customer.
Relationship banking and bank performance
Due to the different significance of the performance indicators presented above, we conducted a correlation analysis. This shows that the numbers derived from the banks' report system In the last sections we explained how differently processes of collecting and using qualitative information are organized within the 519 largest German banks. In this section we want to examine with the help of a multivariate regression whether a stronger organization according to relationship aspects can influence the success of banks.
The model is an OLS regression including the return on equity (ROE) as dependent variable.
We tested variables for the acquisition as well as the use of qualitative information. In addition, we included the respective bank group and the balance sheet total as control variables. The results of the regression are shown in Table 8 . The model is significant (F = 5.553; p<0.001), the adjusted R-square value is 18.4%.
The significantly positive coefficient of "deviation from the automatically provided rating"
indicates that the increased possibility for customer advisors to deviate from the automatically generated rating affects the bank performance positively. Also a higher weighting of qualitative information when deciding on whether a credit should be classified as a nonperforming loan positively affects the return on equity (ROE). Contrary to our expectations, the dedication of a larger slice of time to advising of the entrepreneur in private financial matters has a significantly negative influence on the bank's success.
Furthermore, the control variables bank size (total assets) and bank group have a significant influence. Based on the total assets smaller banks have a slightly higher ROE. The ROE of private banks is on average the largest, while those of state and savings banks are on average the lowest.
The results show a positive correlation between using qualitative information (measured with two indicators) and the return on equity. The result of gaining qualitative information shows that only one indicator is significantly correlated with the ROE -surprisingly, however, -13 -negatively. The fact that we could not find significant correlations with the remaining questions about the acquisition of qualitative information is possibly substantially related to the fact that on average almost all banks permanently assign one advisor to a customer (see section 4.1.1). A stronger distinctive feature is the question concerning how strongly banks use this qualitative information.
We checked the model in different ways for robustness. The results are identical for forward and backward regression. We did not found evidence for heteroscedasticity with a graphical test.
In order to test the robustness of the results we used the portion of SME customer relationships with a profit after loan losses and cost of capital for an additional regression.
The independent variables, excepting the dummy for cooperative banks, show the same signs like in the first model (Table 9 ). In opposite to the first model the second is not significant, what can derive from the smaller size of the sample and that the dependent variable is fivepoint scaled.
For further robustness checks we wanted to get special success information of the SME segment. But we had to conclude that segment information of the examined banks is not a useable source, because only consolidated bank groups with listed shares or bonds are obliged to publish this information, and larger institutions usually do not run the business with small and medium-size enterprises as a separate segment. Due to the fact that many banks in our sample do not have to provide consolidated accounts or do not issue listed bonds, published segment information does not exist for the majority of the banks in the sample. However our sample includes many institutions with regional orientation, for which the SME loan business is the most important business division besides the private customer business, the business with SME clients is a substantial driver for the performance of the total bank in the external reports.
Pre-tests with managers in the SME loan business of particular banks showed that only few detailed size and performance indicators were available to the interviewees themselves, and that the time necessary to answer the questionnaire would substantially increase if they were asked to provide such data. Therefore, we had to refrain from asking for detailed financial numbers in the survey. Nevertheless, indicators were collected which permit at least indirect conclusions about the profitability of the questioned institutions in regard to the SME loan business.
Group analysis
To find out if there are different types of banks in credit process-design we made a cluster analysis (method: average linkage between groups). Separating variables were the portion of customers with strictly assigned customer advisors (standing for collecting qualitative information), the possibility of banks employee to deviate from automatically provided ratings (using qualitative information for internal rating) and the independency of price definition and credit decision from customer relationship's profitability and demand for other products (using qualitative information for customer loyalty). We identified three groups of banks: One group which credit processes are primary designed under relationship banking aspects ("relationship-group"), a second group which process-design is arranged rather under transaction banking aspects ("transaction-group") and a third group with no clear arrangement ("ambiguous-group"). An analysis of the mean values for the three groups is shown in Table 10 .
Compared to the transaction-group and the ambiguous-group the banks in the relationshipgroup are significantly rather disposed to price concessions and depend their credit decision more often on the demand for other products.
In contrast the banks in the transaction-group have a significant lower portion of strictly assigned customers to customer advisors, the representatives advise fewer investment products, spend less time for monitoring of standing credits, their internal rating contains lower portion auf qualitative information and the employees have less the possibility to deviate from an automatically provided rating than the two other groups.
The mean values of the third group are sometimes like the one of the first group's means and the one like the second group's. But the ROE is significantly lower than the ROE of the relationship-group and the transaction-group.
To carry on the analysis of the groups, we made three multinomial regressions (Table 11 ). As dependent variable we used the three groups of our cluster analysis. The first regression was carried out by all above described variables, which can explain relationship or transaction banking. In the second we regressed without the separating variables of the cluster analysis.
Finally, in the third regression we calculated with the significant variables.
The multinomial regressions support our findings of the mean value analysis (Table 10) . As expected the groups can be perfectly divided by the variables of the cluster analysis. Beside these variables the transaction-group can be differed from the relationship-group by the lower -15 -portion of qualitative information in the internal rating, less spent time by customer advisors in monitoring of standing credits and less advice to customers on investment products by their customer credit advisor. Also the ambiguous-group can be differed from the transactiongroup. Only the statement that customer relationships are the most valuable asset of the bank is against our expectation significant higher for the transaction-group than the other two.
The differentiation between the relationship-group and the ambiguous-group is in particular funded by the separation variables of the cluster analyses. Especially the higher willingness to make price concessions and to depend credit decisions on the demand for other products characterizes the first group as relationship banks. This can indicate the willingness for a long-term customer relationship (Petersen/Rajan (1995) ).
Altogether we found well support for the existence of three bank groups in our sample. They differ by customer service (e.g. strictly assigned advisors, advice on different products), the use of qualitative information (e.g. in the internal rating) and in stabilization of customer relationship (e.g. willingness for price concessions). Beside a relationship-group, which is focused on customer relationship, and a transaction-group, which is focused on the credit product transaction, we found a group with no clear focus. A mean value analysis has shown that this group has smaller ROEs then the banks of the other two groups.
Conclusion
This paper examines to what extent those banks are more successful whose process organization shows evidence of relationship ranking. The motivation for this question is that we presume that relationship banking is a distinctive feature of banks in competition (Boot/Thakor (2000) ) and that the process organization has a positive effect on the bank's success (Harker/Zenios (1998) ).
Based on a survey of the 519 largest German banks (response rate: 24.9%) we conducted various analyses. The results show that the majority of the questioned banks attach a great importance to customer relationships and that the banks' customer advisors have various possibilities of acquiring "soft," qualitative information about their customers. The use of this information varies substantially. Those banks whose customer advisors have better opportunities to gain qualitative information make more use of this information. Banks in the group of state and savings banks place significantly more weight on qualitative information in the internal ratings than private banks.
Our multivariate analysis shows that the use of qualitative information positively affects the bank performance. This can be seen as confirmation of the existing literature (Grunert et al. (2005) , Lehmann (2003) ) which asserts that a better prediction of the customer creditworthiness is possible when both quantitative and qualitative information is considered.
The performance of banks seems to be better if they make use of their information in this way. We found weak evidence of a negative influence of a process design with better possibilities of gaining qualitative information. This may be due to the fact that the questioned banks have as far as possible already permanently assigned customer advisors. However, the possibilities of acquiring qualitative information are only used by a part of these banks. A specific distinctive feature is the frequency of the use of qualitative information in contrast to the organization of the customer service.
Finally, we identified three groups in our sample: A relationship-group with a high portion of strictly assigned customers, a high portion of qualitative information in the internal rating and more willingness for price concessions as well as a higher dependence of credit decision on the demand for other products (Petersen/Rajan (1995) ). Concerning the banks in the transaction-group, the customer advisors are more concentrated on credit products, are often not strictly assigned and use less qualitative information in the internal rating. The third group has no clear focus. It has a high portion strictly assigned advisors, a high portion of qualitative information in internal ratings but is hard in pricing. A mean value analysis has shown that the ROE of the ambiguous-group is significant lower than these of the other two groups.
This paper presents a technique for deriving relationship banking from the organization of a bank. With reference to one of the main results of Frei et al. (1999) , namely that banks with consistent, uniform processes are more successful, the following question arises: Why have many German banks created various possibilities of acquiring qualitative information in their customer service, yet they nevertheless use this information quite differently? Does this mean that banks need a more consistent organization of the processes leading to relationship banking or transaction banking? An employee has the final decision about the rating and can deviate from automatically generated ratings. 
Correlation approach
